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ABSTRAK 
 

 Tingginya akan informasi dan komunikasi membuat persaingan para operator 

telekomunikasi di Indonesia semakin ketat. Salah satunya adalah Axis yang tidak 

mampu bersaing dengan operator besar lainnya seperti Telkomsel dan Indosat. 

Akhirnya XL membeli Axis dengan harapan dapat memperbesar pasar dan 

menyelamatkan Axis dari kebangkrutan.  

 Permasalahan dalam penelitian ini diajukan untuk mengetahui apakah dengan 

dibelinya Axis oleh XL akan membuat pelanggan Axis menjadi lebih loyal atau 

mereka pindah ke operator lain. Peneliti menggunakan variabel-variabel yang 

berpengaruh terhadap loyalitas, yaitu Perceived Quality, Perceived Value, Brand 

Image, Perceived Ease of Use, Customer Satisfaction, Customer Complaint, dan 

Customer Loyalty. Model teoritis dalam penelitian ini disampaikan dengan 8 

hipotesis yang akan diuji menggunakan Structural Equation Model. Sampel penelitian 

ini adalah 135 responden pria dan wanita yang berumur 17-25 tahun, pengguna 

operator Axis dalam 1 tahun terakhir dan sudah pernah minimal satu kali 

menyampaikan keluhan layanan Axis pada customer service dan terjaring dalam 

komunitas Axis di Facebook dan Kaskus. 

 Hasil analisis menunjukkan bahwa Perceived Quality, Perceived Value, 

Brand Image, Customer Satisfaction, Customer Complaint, berpengaruh terhadap 

Customer Loyalty. Sedangkan Perceived Ease of Use tidak memiliki pengaruh 

terhadap Customer Satisfation. 

Kata kunci : Perceived Quality, Perceived Value, Brand Image, Perceived Ease of 

Use, Customer Satisfaction, Customer Complaint, Customet Loyalty. 
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ABSTRACT 

 

High demand for information and communication telecom operators in 

Indonesia is getting tight. One is the Axis that can not compete with other major 

operators such as Telkomsel and Indosat. Finally XL acquisition Axis in hopes of 

enlarging the market and save Axis of bankruptcy. 

Problems in this study to determine whether the proposed Axis bought by XL 

will create loyal customers become more Axis or they move to another operator. 

Researchers using the variables that affect the loyalty, the Perceived Quality, 

Perceived Value, Brand Image, Perceived Ease of Use, Customer Satisfaction, 

Customer Complaint, and Customer Loyalty. The theoretical model in this study 

presented with 8 hypothesis that will be tested using Structural Equation Model. 

Samples were 135 male and female respondents aged 17-25 years, users of Axis 

operators in the past one year and has been at least one time complaint to Axis 

services on customer service and netted in the Axis community on Facebook and 

Kaskus. 

The analysis showed that the Perceived Quality, Perceived Value, Brand 

Image, Customer Satisfaction, Customer Complaint, effect on Customer Loyalty. 

While Perceived Ease of Use does not have an influence on the Customer Satisfation. 

Keywords: Perceived Quality, Perceived Value, Brand Image, Perceived Ease of Use, 

Customer Satisfaction, Customer Complaint, Customet Loyalty. 
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